influencing the satisfaction of sporting club members and its relationship with future intentions could be expected to be markedly different from most transac tional markets. This study examines the relative influence on the overall satisfaction of members of some common aspects of the membership package of eight (out of a total of 16) Australian Football League clubs. A survey of almost 8,000 members suggests that a combination of tangible (ticketing arrangements) and intangible (feelings of personal involvement) aspects have the greatest influence on satisfaction.
On-field performance, despite being associated with fan attitudes and behaviours in the past, is not a strong influence on member satisfaction levels. Links between satisfaction and future rejoining intentions also are not strong, suggesting that continuing loyalty exists independently of perceived service standards for many members.
Introduction
Paid membership programmes now provide a stable source of revenue for a wide range of both profit and non-profit based organisations (e.g. sporting clubs, political parties, theatre companies and art museums).
Although many of these organisations have a mix of both paid members and casual customers, members are particularly important due to the continuing nature of their consumption and substantial overall expenditure. For non-profit organisations, membership schemes have become increasingly important as a way to combat rising competition in most sectors (e.g. the sports or charity sectors) and declining public funding (Hayes & Slater, 2003) .
The importance of retaining customers, particularly members, to profitability and market share has been well documented (Oliver, 1997) . However, studies of paid memberships are limited (Bhattacharya, 1998) , but this number has grown recently reflecting increased acceptance of the importance of membership schemes (e.g. Gruen, Summers & Acito, 2000; Johnson & Garbarino, 2001 ). Many of the organisations adopting membership schemes, due to their sporting, religious, political or social nature, are likely also to entail a high degree of consumer identifi cation (Underwood, Bond & Baer, 2001 ) and involvement (Gibson, Willming & Holdnak, 2002; Voss & Voss, 2000) . Most research into this issue tends to focus on the results of one game (Madrigal, 1995; 2003) or one season (McDonald, 2002) . This study allows a comparison of the relationship between on-field success and member satisfaction in a more compre hensive manner than previous studies by researching a range of clubs with differing on-field experiences.
Method
In-depth interviewing with up to 15 members of each of the eight clubs was undertaken in order to determine the main aspects of the membership product and to inform the questionnaire development.
The questionnaire for each club ranged from 92 to 105 questions. However, due to a high degree of similarity in club products, 79 of these questions were common across all clubs. These common questions form the basis of the analysis presented here. Each AFL club membership package was broken down into the following elements:
• ticketing (e.g. seating, packages offered, convenience)
• service to members (e.g. helpfulness of staff, complaint handling)
• club communications (e.g. magazine content, email updates)
• on-field performance (e.g. number of games won, coaching performance)
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• club administration (e.g. board performance, financial management)
• club involvement (e.g. voting rights, recognition of members)
• home ground (e.g. standard of facilities, parking).
Results
In total, 7,97 4 members completed a questionnaire.
When the combined respondents were compared to the overall profile of the full list of each club's members, no meaningful differences were found. This suggests that the sampling process was not biased. Non-response bias was also checked through a comparison of early and late responses (Churchill 1979) season?" (0 = "extremely dissatisfied", 10 = "extremely satisfied"). Future intentions were measured using the 11-point Juster scale, a measure of probability found to be more accurate than purchase likelihood measures (Brennan & Esslemont, 1994) . Individual response levels for each club are shown in Table 1 . Overall reported satisfaction levels with these different components varied markedly (see Table 1 ), from a high of 8.0 for the home ground to a low of 4.9 for on-field performance. Overall satisfaction, on average, was rated at 7 .4.
Some statistical issues must be taken into account when conducting satisfaction analysis of this nature.
In a regression such as the one conducted here, where satisfaction with part of the offering is to be correlated with a measure of overall satisfaction, a degree of multi-collinearity can be expected. The data here was inspected for signs of multi-collinearity using the two-step process suggested by Hair et al (1998) .
Although there were correlations between these items ranging up to 0.68, inspection of the VIF and Condition Index scores suggested no multi-collinearity in these regression results. The other concern when analysing data such as this is how best to treat missing data. Of the three main options for handling missing data in regression analysis -mean replacement, pairwise deletion and listwise deletion, listwise deletion is the most conservative method and is often favoured with large data sets. It was, therefore, employed in all the analysis reported here.
Multiple regression analysis was used to determine the relationship between the satisfaction ratings given to the individual components of the offering and the rating given to the membership service as a whole.
The results of this analysis are shown in Table 1 .
Overall, the model explains over 60% of the variance in overall satisfaction ratings -a high level of predictive ability for this type of research setting. This On-field performance, specifically, is only a moderate influence on the overall satisfaction of members.
Interestingly, the four components controlled directly by the membership department of the clubs ticketing, club involvement, service to members and communications-were stronger influences than the two factors 'external' to it-on-field performance and club administration.
In assessing the relationship between satisfaction levels and intended future behaviours, correlation analysis was undertaken. The results (Table 2) suggest that whilst expectations were correlated strongly with avera II satisfaction, satisfaction was in turn correlated only moderately with measures of intention to repurchase next year, and perceptions of value, and correlated only weakly with 'up-tiering' and positive advocacy. 
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Conclusion
It is rare to be able to study so many 'competitors' in one industry at one time. The results shown here are highly consistent across the organisations studied (Table 1 ) 
